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SPECIAL       REPORT       NO,        71 


QUOTA  PLANS   OF  NOTABLY  SUCCESSFUL  CONCERNS   INCLUDING 

TABULATION  SHOWING  liETHODS  FOR  CORRECTLY 

DETERL^INING  QUOTA  BASIS 


LIBRARY 
SCHOOL  OF  BUSINESS 


Compiled  by 
The  Dartnoll  Corporation  -  Chicago 


PURPOSE  OF  THIS  REPORT 


We  have  been  receiving  a  steadily  increasing  number  of  requests  for 
information  concerning  the  experience  of  our  subscribers  in  connec- 
tion with  quota  plans.  Tbose  concerns  already  having  quota  systems 
are  interested  in  placing  them  on  a  more  scientific  basis  and  revis- 
ing them  to  meet  newly  arisen  conditions.  Others  are  inquiring  for 
data  that  will  aid  them  in  establishing  quota  plans  that  will  meet 
the  requirements  peculiar  to  their  business. 

In  view  of  this  interest  we  have  made  an  investigation  of  the  meth- 
ods of  njty  concerns  having  apparently  successful  quota  plans  and 
present  to  you  the  information  boiled  down  in  this  repn-t.   Tl-e  ob- 
ject is  to  place  in  your  hands  for  reference  purposes  when  needed 
up-to-date  data  regarding  quota  systems  used  in  all  classes  nf  busi- 
nesses, providing  you  with  the  basic  principles  back  of  these  plans 
and  methods  of  applying  quotas,  as  wall  as  facts  from  the  experience 
of  many  concerns  with  quotas,  including  brief  mention  of  pitfalls  to 
be  avoided. 


By  being  suggestive  and  giving  you  an  insight  into  the  plans  used 
by  others,  this  special  report  will  serve  its  purpose.   Ynu  alone 
can  adapt  the  principles  presented  to  your  own  peculiar  rrquhemenbs 
although  it  is  quite  possible  many  idt^as  herein  can  be  applied  in 
your  work  just  as  they  stand. 

Oil  behalf  of  our  subscribers  we  wish  to  thank  H.  L.  Simpson,  Sales 
Uanager,  United  Drug  Company;  H.  E.  Peterson,  General  Sales  Manager, 
The  Beaver  B jard  Companies;  Harry  A.  May,  Secretary,  Todd  Pxotecto- 
graph  Company;  J.  A.  Miller,  Phite  Sewing  Machine  Company;  J.  V. 
U^we,  General  Sales  Manager,  Kelly-Springfield  Tire  Company;  S.  H. 
Dodge,  General  Sales  Manager,  Burroughs  Adding  Machine  Company;  S. 
J.  Glllfillan,  Secretary,  F.  E.  Comptcn  &  Company;  Elliot  Raid, 
Sales  Manager,  Westinghouse  Mfg.  Cvimpany;  G.  A,  Ronkam,  Robt,  H, 
Ingersoll  &  Bro.;  American  Radiator  Ccimpany;  A.  MNally,  Arbuckle 
Brothers;  D.  L.  Condit,  Duplicator  Mfg..  Company;  W.  C  Eckhardt, 
Edison  Pnonograph  Company;  and  others  for  their  cooperation  in 
compiling  this  data. 


-A 


If  you  have  no  Immediate  use  for  the  Information  contained  in  this 
report,  we  strong iy  urge  that  you  file  it  for  future  reference,  as 
sooner  or  later  you  will  want  data  on  proven  quota  plans  and  tnis 
report  will  be  of  considerable  help  to  you. 


^  BE25T  2^  INVESTIGATIONS  MADE  /iMONQ  LF^ADING  CONCERNS   IN  VARIED 


■-■■■■■nw 


.^INES  OF  BUSINESS  TO  SECURE  INFORMATION  REGARDING  APPLICATION 
~2  2!f  £E  SH2I:^  ^^^^^  ^11  I^S^fONSTRATED  VALUE 


The  material  embodied  in  this  report  is 
oonfideotial  in  character.  Right  of  pub- 
lication of  awy  portion  of  report  is, 
thereforp,  withheld  unless  permission  is 
first  secured  from  The  Dartnell  Corporation. 


TENDENCIES  TOWARD  yORS  SCIENTIFIC  BASIS  FOR  QUOTAS.  >The  idaal  quota  plan  oper- 
ater^  undfir  modern  conditions  is  fifty  percent  scientifically  dt^termined  and  f.fty 
percent  based  en  factors  peculiar  to  the  businessl  The  general  tendency  disclosed 
by  ovr   investigations  is  toward  more  scientific  methods  of  arriving  at  the  right 
baj?i«^  for  quotas.  This  tendency  has  grown  up  from  the  once  popular  method  of  de- 


ciding quotas  entirely  through  the  personal  judgement  of  one  individual.  A 


s  an 


example,  the  plan  used  by  the  Burroughs  Adding  Machine  Company  is  one  of  the 
plans  which  considers/all  past  performances  to  be  a  50  percent  factor  and  the  other 


50  percent  what  is  sometimes  called  a  "buuiness  enterprise"  factor.^  In  the 


case 


of  this  company,  past  performance  is  used  mainly  to  give  the  distinction  between 
large  and  small  buyers.   Records  show  buyers  and  complete  details  by  counties  and 
in  the  larger  cities  by  streets.  Under  the  heading  of  the  ♦'business  enterprise" 
factor,  through  the  work  of  a  research  department,  statistics  have  been  compiled 
|showing  the/po.S8ibilitie3  in  all  territories^  This  concern  has  the  number  of 
[enterprises  classified  into  twenty-one  different  headings  in  every  town,  county 
lor  territory  unit  in  the  United  States  and  Canada.  E^ch  of  the  classifications 
'carries  a  value,  scientifically  determined',  varying  in  different  parts  of  the 


country  and  according  to  conditions  peculiar  to  the  business.  For  instance. 


a 


[retailer  rated  from  three  to  ten  thousand  dollars  in  the  South  is  not  given  the 
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same  value  as  a  retailei'  of  tho  Bame  rating  in  the  West,  He  is  also  given 
another  rating  in  .the  East,  another  in  Canada,  another  in  Taxas  aad  another  in 
the  Lliddle  Wast.  The  interesting  coapariisona  in  different  line$  of  business 
are  arrived  at  only  after  exhaustive  study,  as  can  be  seen. 

This  concern  has  separate  quotas  for  three  general  divisions  of  its  busi- 
ness and  quotas  on  every  county  in  the  United  States  and  Canada,  totalling 
about  3400  in  all. 


EFFECT  OF  QUOTAS  ON  THE  SALE3  ORGANIZATION.   While  it  is  the  consensus  of  opin- 
ion that  the  establishing  of  quotas  and  setting  a  mark  at  which  the  men  can  aim 
has  a  desirable  effect  on  the  organization,  there  is  some  difference  of  opinion 
on  this  subject.  The  chief  arguments  against  the  quota  plan  may  be  summed  up 
as  follows:  Waerever  salesmen  compete  with  one  another  in  a  quota  race  there 
exists  a  danger  of  instigating  rivalry  that  will  tear  down  the  cooperative 
spirit,  unless  the  executive  in  charge  is  a  sales  general  and  can  direct  the 
spirit  of  rivalry  in  the  right  direction.  Also,  a  high  quo ta jaay_in J ure  a 
man's  loyaltyLAnd^ no garage  him  to  consider  other  propositions..  Then  againi  if 
every  salesman  is  not  thoroughly  sold  on  ^bhe  quota  assigned  him,  he  is  liable 

0  gather  the  impression  that  he  has  been  assigned  a  particularly  high  quota  as 
ja  result  of  some  personal  feeling.  Many  nalos  managers  maintain,  also,  that 

hen  the  men  are  on  a  proper  basis  of  compensation  that  should  be  sufficient. 

On  the  other  hand,  many  concerns  report  that,  as  a  direct  result  of  estab- 
Lishing  quota  systems,  business  has  been  greatly  increased.  In  the  majority 

t 

f  such  cases  a  scientifically  determined  quota  has  made  such  results  possible, 
^.ad,  when  such  a  quota  is  once  established  it  immediately  becomes  an  important 
factor  in  the  work  of  planning  an  organization  and  the  future  sales  policies. 
An  instance  of  this  is  the  case  of  the  Burroughs  Adding  Machine  Company  just 
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mentioned.  F.  H.  Dodge;  General  Sales  Manager,  reports  that  the  building  of 
a  proper  sales  organization  has  been  an  easier  problem  because  of  their  msthDds 
of  arriving  at  quotas.  'Quotas  are  set  on  territories  and  not  on  men.  Ttie 
possibilities  of  territories  are  determined  through  the  use  of  statistics  giv- 
ing pa*?t  performances  and  other  statistics  concerning  the  number  of  prospects  j^ 
in  each  territory.  Having  all  this  data  arranged  by  counties  the  quota  plan 
then  becomes  an  organization  builder  by  furnishing  the  required  information 
for  placing  men,  finding  the  proper  number  of  men  for  each  state,  deciding  upon 
their  headquarters  where  quota  is  heaviest,  getting  the  average  selling  capac- 
ity  of  each  man  and  putting  on  enough  men   to  make  quota,  and  in  general  develop- 
ing the  correct  sales  productiveness. 


DETERMlNTNa  BASIS  FOR  QUOTAS.  /The  first  step  in  arriving  at  the  correct  basis 


for  q'?o*a3  5 s  to  make  an  analysis  of  past  sales. '^  If  the  past  one  or  two  years 
do  not  give  a  fair  comparison  it  may  be  necessary  to  go  back^a  number  of  years; 
Such  an  analysis  should  be  made  by  districts.  This  will  show  exactly  what  each 
territory  has  been  producing,  and  a  knowledge  of  conditions  and  of  the  men  in 
those  territories  will  make  the  comparative  analysis  of  each  territory  show  up 
to  a  limited  extent  the  men  who  are  not  producing.  However,  the  second  step 
is  necessary  to  furnish  any  specific  evidence  of  lack  of  sales  production.  To 
isell  the  salesman  or  branch  manager  on  what  possibilities  there  are  in  his 
(territory  as  compared  with  what  he  is  producing,  definite  figures  should  be 
presented.  ^So  the  next  step  is  to  decide  what  prevailing  conditions  in  all 


^sections  of  the  country  influence  to  any  extent  your  sales  and  select  a  factor 
|or  a  set  of  statistics  which  will  give  you  a  measure  of  sales  possibllities> 
Most  of  the  influencing  conditions  will  be  known  to  you,  but  the  latter  will 
be  a  problem  in  some  lines  of  industry.  A  majority  of  concerns  use /population 
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statistics^. considering,  of  course,  contributing  factors;  others  use  the  value 
of  manufactured  products;  others  use  financial  statistice;  and  so  on.  This 
subject  will  be  discussed  later  in  this  r-jport. 

However/ these  figures  will  help  you  arrive  at  the  potential  market  for 
your  product.^ ^The  next  step  is  to  ccmpars  actual  sales  with  the  market  possi- 
bilities, then  your  estimate  as  to  what  the  increase  in  business  Bhculd  be  for 
the  year  will  enable  you  to  determine  what  the  quota  in  each  territory  should  be."" 

Methods  for  arriving  at  sales  quotas  vary  greatly  and  &tij   set  rules  can  only 

serve  as  a  foundation  upon  which  to  build.  The  following  is  presented  by  Arthur 

Livingston  of  the  Burroughs  organization: 

Cnart   I  --/Sales  to  date  for  each  territory.   In  opposite  column  quota 

foF^ch  territory  figuredT^orT  basis  of  percentage  of  total 
company  business  done  by  that  territory«\ 

Chart  II  --^Tabulate  opposite  each_jterritory^_its  population,  or  buying 

unit's,  to_re  pre  sent  paasibla  business.  In  third  column  fig- 
ure^the  possible  quota  based  on  population  being  equal  to 
total  Company  quota,  and  each  single  territory  its  proper 
percentage.   (Example:  If  tbe  company  quota  is  1,000,000  and 
the  total  population  7,300,000,  figure  the  quota  for  each 
territory  on  the  percentage  of  population  in  territory  to 
the  total  population,  and  use  that  figure  to  arrive  at  ter- 
ritory quota.) ^ 

« 

Chart  III  --^irst  column  tabulate  the  territories.   Second  column  the 

quotas  as  given  in  chart.  I.  Third  column  the  quotas  as 
given  in  chart  II.  Reconcile  these  two  quotas  according 
to  the  relative  influence  of  each  on  sales,  and  the  result 
should  be  tabulated  in  fourth  column.s  (For  example,  if  a 
salesman  ought  to  sell  in  exact  proportion  to  population 
it  would  be  safe  to  take  fifty  percent  of  territory  quota 
and  fifty  percent  of  population  quota,  and  add  the  results 
together  to  arrive  at  your  next  quota  figure.—  If  popula- 
tion was  not  a  positive  factor,  less  regard  should  be  paid 
to  it.  The  factors  can  also  be  changed  to  fit  peculiar 
conditions  existing  in  each  territory  at  this  staged 

Iv^art  IV  —  To  arrive  at  final  quota  for  any  given  territory  add  tc- 

ffftthflr  5Q  percent  of  fifties  tn_  datCj  25.  percent  of  quota 
c  a  Iculated  on  j)_oj^ul8L!llaiU>J8jJ9erceDt  of  a  d  i  h  t  r  i  but  in  g  ' 
unit,  or  merchant's  quota,  reached  in  jhr Jgame_wax  as  the 
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gpn^ral  population  figure,  except  that  mftrchant  population 
if<"l!ub8tituted  for  g6r><?rp.i  pcp'jlatiQaL  figures*  The  sum  of 
th^se  three  items  gives  you  the  final  or  working  quota. "^ 


PAST  RECORDS  AS  A  GUIDE  IN  ESTABLISHING  JUST  QUOTAS.  Past  performance?,  many 

sales  executives  report,  are  found  to  be  the  most  important  factor  in  arriving 

at  quota.  Even  those  concerns  which  have  expended  thousands  of  dollars  in 

investigations  and  statistical  work  in  order  to  find  a  just  basis  for  quotas, 

allow  past  records  to  be  a  50/J  factor.  This  is  found  to  be  a  general  tendency. 

However,  a  very  large  number  of  concerns  have  used  past  records  as  a  100% 

factor  for  a  number  of  years  and  still  regard  it  as  the  most  satisfactory  in 

spite  cf  its  weaknesses.  The  White  Sewing  Machine  Company,  for  example,  allows 

past  records  to' govern  largely  the  establishing  of  their  quotas.  J.  A.  Miller 

of  this  cempany  writes: 

"The  use  of  population  figures  in  our  particular  business  has  its 
llmitationB,  consequently  we  have  in  the  past  used  the  voluise  of 
previous  years,  considering  the  chsracter  of  the  territory  as  it 
relates  to  our  particular  line.  Although  we  have  in  some  instances 
fixed  a  quota  by  using  arbitrary  fagurep,  we  generally  aim  to  de- 
termine the  volume  and  make  the  quota  10%   in  excess  of  that  previ- 
ously accomplished.  We  shall  be  v^ry  much  interested  in  the  result 
of  your  compilation." 

Geo.  A.  Hormel  &  Company  has  adopted  a  similar  arrang<^ment  and  hold  contests 

running  over  short  periods  of  time  in  connection  with  the  quota  schema.  A 

letter  from  J.  G.  Bramham  describes  the  plan  as  follows j 


"The  most  successful  plan  we  have  ever  used  is  to  establish  a  quota 
for  a  certain  period,  taking  as  a  basis,  the  sales  of  the  territory 
for  the  same  period  a  year  ago.  For  example,  we  will  take  five 
weeks  in  1918,  figure  the  tonnage  of  each  territory  on  the  item  we 
wish  to  feature  and,  taking  into  consideration  present  business 
conditions,  establish  a  quota  for  the  territory  for  the  same  five 
weeks  in  1919.  vWa  will  then  pay  the  salesmen  so  much  per  hundred 
pounds  on  their  sales  over  and  above  their  quota.  In  addition  to 
this,  we  will  offer  a  capital  prize  of  say  $50  for  the  man  showing 
the  highest  gain  above  quota  on  all  territories,  with  a  second  prize 
of  |25,  third  prize  of  $10.  This  plan  enables  the  salesman  to 
profit  not  only  by  the  increased  volume  of  his  territory  but  also 
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to  win  a  capital  prjz«  by  incrftaslrg  In  greater  proportion  than 
other  salesrnenA 

"Our  men  have  Blwsjya  look«»<'i  upon  this  plan  as  very  fair  and  we 
have  never  had  any  uDfavorBLbie  crltlclgm  from  them  while  on 
some  of  the  plans  w<^  h^ive  tried  the  sftlegroen  on  certain  terri- 
tories felt  the  terms  of  the  contest  were  unfavorable  for  thens, 
Ifc  has  been  our  experience  that  Ik  is  wot  po  much  the  priz^i 
offered  as  it*,  iff  the  fjatlsfaotjon  of  being  a  winner.   Tne  mdn 
w^uld  just  as  «oon  have  a  «llk  umbrelle,  tr^ivelling  bay,  stick 
pin  or  something  of  this  kind  as  to  be  paid  a  cash  priae." 

A  concern  in  an  entirely  different  Una  of  business  --  a  manufacturer  of 

beds  and  bedding  --  uses  pasb  perfo»roann«s  as  a  t)0%   factor,  Tne  sales  manager 

of  this  company  writes: 

"To  begin  with  we  gave  each  salesman  a  weekly  quota  covering  a 
two  months  period,  this  quota  being  ba«»ed  on  actual  shipments 
for  the  same  period  of  the  i>rAvlou8  year  plus  a  certain  per- 
centage of  increase  over  and  above  the  general  advance  in  prices 
of  our  product.   Ea-ch  week  all  salef^men  are  advised  as  to  their 
own  standing  in  dollars  and  cents  and  as  to  other  salesmen's 
standings  in  percentage  only.  Then  at  the  regular  bi-m'^nthly 
sales  meetings  the  actual  figures  are  shown  on  the  blackboard 
of  each  salesman's  staodinp;  and  a  nominal  prize,  first,  second 
and  third  given  to  the  thr€>e  men  showing  the  largest  increase. 
At  the  end  of  the  year  three  substantial  prizes,  first,  second 
and  third,  ara  given  to  th?'  three  m^n  showing  the  largest  per- 
centage of  gain  for  the  entire  year. 

*'Wa  find  the  greatest  incentive  for  the  boys  to  get  out  and 
work  hard  to  Increase  their  sales  was  not  the  prizes  but 
rather  a  matter  of  pride  in  not  being  shown  up  when  each 
salesman's  gains  and  losses  in  dollars  and  cents  were  shown 
on  the  blackboard  at  every  bi-monthly  meeting." 


QUOTA  PLANS  THAT  CONSIDER  THE  HUMAN  ELEMENT.   The  plans  just  discussed  take  into 
consideration  the  productivity  of  the  territory  in  the  past,  but  many  concerns 
find  that  in  order  to  give  every  man  a  chance  to  make  a  showing  it  is  necessary 
to  take  into  consideration  the  salesman  operating  that  territory.  A  nationally 
known  company,  manufacturing  a  prod'act  which  can  be  classed  in  the  building 
fiiaterial  field,  give  equal  consideration  to  the  salesman's  past  record,  his 
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abJliJ-y,  and  conditions  and  possibilities  in  his  territory.  This  encourages 
the  palesmen  who  do  not  stand  at  tha  top  of  the  list  in  volume  and  gives  all 
an  eqiml  cVmnce  to  win  the  prizes  offered.  Each  man  is  given  a  quota  of  1,000 
points  for  the  year,  which  represents  a  certain  amount  in  dollars  and  cents. 
While  the  total  number  of  points  are  the  same  for  every  salesman,  the  value  of 
the  p'^lr-**?  vjury.  The  value  of  one  point  is  arrived  at  by  dividing  1,000  into 
fha  f»Ri«s  figure  set  for  the  year  for  each  salesman. 


^mKim   FRODUCTION  THI  BASIS  FOR  QUOTAS.^  Robt.  H,  Ingeraoll  &  Bro.  make  the 
eatimaf«<5  production  for  the  year  the  basis  for  the  total  quota  of  the  sales 
orgay»lz»^tior»,  a  certain  percentage  of  Increase  over  the  previous  year  being 
sat.  A  definite  quota  i«  est«blish<?d-on  each  of  the  fourteen  different  models, 

''This  q"ota  5 sjijjLtributed  flmnng  the  branches  in  proportion  to  the  previous 
year»8ilfiAle8..  ^  Branch  managers  assign  quotas  to  the  salesmen  on  the  same  basis. 
The  salesman's  quota  on  each  of  the  fourteen  models  and  his  sales  are  kept  be- 
fore him  on  a  daily  quota  sheet  showing  how  much  he  is  undersold  or  oversold 
on  all  of  them.   Some  salesmen  find  one  model  very  much  easier  to  sell  than 
others.  The  chances  are  they  would  oversell  on  one  model  and  undersell  on 
others  which  the  house  desired  to  push.  However,  the  quota  plan  demands  orders 
in  certain  proportions  and  the  salesmen  invariably  govern  themselves  according- 
ly. If  it  so  happens  that  he  oversells  on  a  certain  model,  he  is  short  rated 
on  that  particular  model  and  overrated  on  others  in  order  to  make  up  the  dif- 
ference in  the  following  month.  The  Westinghouse  Lamp  Company  plan  of  using 
production  as  a  basis  differs  slightly,  as  is  seen  by  letter  from  Elliot  Raid, 
sales  manager,  which  reads  in  part  as  follows: 

"At  the  beginning  of  the  year  each  of  our  district  managers  submit 
to  us  an  estimate  of  the  number  of  lamps  which  they  will  require 
for  their  territories •  These  estimates  are  totaled  and  checked  up 
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against  the  total  manufacturing  capacity  of  our  plants  and  our 
own  knowledge  of  the  general  conditions  in  the  business.  We 
then  notify  each  manager  that  ha  can  or  cannot  have  his  eatim** 
ate,  and  a  figure  la  finally  arrived  at  representing  the  number 
of  lamps  which  each  district  office  will  be  allotted.  TniSi 
in  a  way,  conatitutes  the  district  office  quota  for  the  year* 
Each  month,  thirty  days  in  advance,  the  district  manager  places 
with  our  factories  a  requisition  for  the  lamps  required  and 
these  are  made  and  shipped  to  the  district  office  by  the  factory. 

"Our  salesmen  do  not  work  on  a  quota  system,  though  cur  managers 
set  bogies  for  their  men,  based  on  their  annual  estimate  of 
sales.   The  salesmen's  coropensatior,  hc^w^ver,  is  not  at  the 
present  tima  based  on  this  bog7,  though  we  have  in  mind  revis- 
ing our  plan  so  that  quotas  will  be  set  for  each  salesman  by 
the  district  manager  and  the  cnmpensat.ion  will  be  based  on  the 
salesman's  results  as  compared  with  his  quota.   It  will  be  sii 
or  seven  months,  however,  before  we  can  come  to  a  final  deci- 
sion with  regard  to  this  plan." 


/ Production  cannot  be  usad  aa  a  ba,p±&   for  Quotas  ^xpapt. 


ceti4itdx}iis . 


These  may  be  summed  up  as  follows i 


1.  When  production  in  limited  and  sales  must 
be  limited  accordingly. 

2.  Wnen  the  production  capacity  is  such  that 
quotas  assigned  on  this  basis  will  be 
attainable  by  the  organization. 

3.  When  the  plans  of  the  company  call  for  a 
simultaneous  incrf^ase  of  production  and 
sales  one  year  after  the  other. 

4.  When  it  is  desirable  to  k*^ep  down  the 
sales  on  certain  items  and  push  the 
most  profitable  i^sems. 

5.  When  district  offices  are  required  to 
give  an  estimate  of  sales  and  production 
is  governed  accordingly. \ 


y 


/figuring  quotas  on  basis  of  SALESMAN" S  SELF  VALUATION^  Every  sales  manager 
knows  that  most  salesmen  have  an  exalted  opinion  of  their  selling  powers.  la 
fact  this  very  self-confidence  contributes  to  their  success.  It  can  also  be 
capitalized  for  quota  purposes  with  amazing  effectiveness.  Realizing  this  the 
Addressograph  Company  adopted  this  plan  which  is  described  as  follows: 


The  Addressograph  Company  divided  itu  sales  force  into  four  classes  and  swt 
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an  arbjArnry  g^jota  for  each  c1q^jo_,  1^.   fv»<»»>  pov n^|» ♦;«a/l  eftrih  ffalenaian  to  elect 
bimielf  to  thft. h  claBB  In  whu^h  V*Q  ^^'^wq^^jgr^j  ho  ^^  ^-^^^^^  ^3L  ^gj:?!!!^^*  Ndedles 9 
to  8Ry  nearly  all  the  sale«Tn*in  pufc  ♦■h«mae»Hro<r  \n   f>«  f^rgt.  class,  which  of 
course,  tak»^3  the  highest  quota. 

The  plan  wa??  hroaohed  to  the  m<^tt  «♦;  m'^etlns?  of  ^\\**   A^ldresao^raph  Hundrod  Clubi 
and  met  with  general  approval  by  'the  fvfty  «STren  salesmen  present..   Th©:i<3  mnn 
were  firnt  given  a  ohenoe  to  pink  the  class  to  which  they  wished  to  belong. 
Nine  of  the  best  men  quickly  oho^e  firet  olas3.   A  "ballot**  wa?*  then  stint  to 
the  other  hundred  meir)*  Sale^^nen  were  ir»8t.r»jiGted  to  indicate  on  the  ballot,  the 
olaBS  to  which  they  wished  to  be  a^Blgned  ami  raaJl  back  the  card  by  return  tztall, 

"Before  Belecbing  your  q»?ot*a,"  the  instruction??  re«d,  *^get  this  thought  in 
mind  --  your  quota  should  represent,  no*,  the  emount  of  buaineSB  you  are 
pretty  stjre  you  cen  sign  up,  but  the  amount  you  would  Hk^  to  sign  uo.   In 
short,  make  your  q'^ota  something  to  *shoot  at,*  a  goal  worth  attaining. 

A  Quota  Committee  consisting  of  officials  and  ranking  salesmen  has  been 
appointed  for  the  purpose  of  pa<^8ing  on  quotas.  This  committee  reperves  the 
right  to  refuse  to  accent  a  quota  if,  in  their  e8tlmatio»i,  a  men  has  under- 
rated his  ability,  or  vice-versa,  over-rated  himgelf. 

In  conner^lnn  wHh  the  new  quota  ecrp  bonrri^  the  menagement  ha<?  discontinued 
the  practice  (if  figuring  report^!  with  q\iota,  but  has  established  an  arbitra*'y 
report  qiota  of  125  r«^port8  a  month  from  each  roan.  Any  palesman  who  falls 
be]nw  that  total  any  twi  months  af»"«r  July  Iflt,  eliminates  himself  from  the 
1920  H»»ndr«d  Club.   T'-^*al«  on  rep'»rt<?  pent  in  «aoh  month  are  to  be  shown  on 
the  score  board  in  small  figures  below  the  ^alef  figures. 

The  new  rules  regarding  the  figuring  of  quota»  decided  upon  at  the  m-seting  of 
Hundred  Point  aalesm.eii,  give  special  poiint**  for  complete  equipme'it  sales,  ©x* 
charge  sales  to  bft  credited  seme  a?  new  orderf«,  no  credit  on  trial  or<1er3  until 
«ale  \%   confirmed,  no  credit  on  orders  teken  subject  to  cancellatior-,  no  credit 
to  ary  salesman  for  orders  taken  by  anyone  wgjtklng  under  him. 

RQuAi^iZlNQ  POTENTIAL  DEMAND  Will!  BOOK  BUSINESS,   The  ideal  quota  plan  tends 
toward  equalizing  the  existing  possible  demand  with  the  book  business.  For 
this  raaeon,  many  concerns  report  that  it  is  necessary  in  their  business  to 
arrive  at  the  potential  demand  before  they  proceed  to  establish  quotas  for  more 
or  less  intensive  selling.  They  find  it  is  important  that  statistics  be  ob- 
tained representing  the  existing  possible  demand  to  a  reasonably  accurate 
degree.  Such  statistics  are  only  of  greatest  value  when  obtained  by  territor- 
ies. Without  a  knowledge  of  sales  possibilities  in  each  territory  there  is  no 
fair  comparison.  In  seme  lines  of  business  figures  that  will  make  a  basis  for 
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analyzing  sales  possibilities  are  hard  to  obtain.  Available  figures  have  seri- 
ous drawbacks.  However,  the  majority  of  businesses  can  compile  data  that  will 
disclose  a  possible  demand,  and  doing  this,  it  is  found,  is  the  biggest  step 
toward  making  your  quota  system  a  scientific  proposition. 


\ 
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USE  OF  POPULATION  STATISTICS  AS  A  BASIS  FOR  QUOTAS.  Most  business  men  have 
been  prone  to  look  upon  population  figures  as  a  good  basis  for  territory 
analysis  work  for  the  "other  fellow"  but  it  didn't  fit  his  business.  The 
building  material  executive  said  it  was  all  right  for  the  hosiery  maii,  the 
hosiery  man  said  it  was  all  right  for  the  food  products  man,  and  the  office 
specialty  executive  thought  it  might  fit  anyone  excepting  him.  Bat  concerns 
in  all  of  these  industries,  as  well  as  a  long  list  of  other  businesses,  are 
now  using  these  statistics  as  a  basis  for  quotas,  perhaps  considering  certain 
influencing  factors.  ^In  fact,  population  figures  are  used  as  the  chief  con- 


sideration in  more  businesses  than  all  other  things  combined. ^  The  Beaver 


J,  .^^x 


\ 


ff4.t 


Board  Companies  are  an  example.  H.  £.  Peterson,  the  general  sales  manager, 

describes  their  plan  briefly  as  follows: 

**Our  procedure  today  is,  of  course,  a  little  different  than  at  the  outset  as 
the  establishment  of  a  quota  when  entering  an  undeveloped  field  is  largely  a 
matter  of  conjecture.  Today  we  create  specific  territories  based  largely  on 
population.  An  analysis  of  our  business  in  footage  by  states  indicates  a    j^^^J' 
comparative  per  capita  consumption  state  for  state,  the  exception  being  where  /Z-^' 
oaore  intensified  field  efforts  are  obtained,  and  there  we  find,  of  course, 
^  larger  per  capita  consumption.  Therefore,  accepting  population  as  your 
iasic  plan,  you  next  take  into  consideration  the  amount  of  footage  sold  the 
preceding  year,  the  business  conditions  such  as  building  operations  and  gen- 
eral trend  of  business,  and  if  the  same  sales  plan  is  continued,  expect  a 
normal  increase  of  from  15  to  20  percent,  yet  under  a  more  intensified  plan, 
sleek  a  larger  per  capita  consumption  or  establish  a  larger  quota. 

"After  these  quotas  have  been  tentatively  prepared  at  our  administrative 
slales  office,  the  domestic  sales  manager  discusses  these  with  the  general 
liales  manager,  then  the  individual  territory  quotas  are  discussed  with  the 
d-istrict  sales  managers  --  there  being  15  district  zones  in  this  country. 
Tte  district  sales  manager,  being  of  the  same  opinion  as  the  administrative 
o^ice,  then  proceeds  to  discuss  the  proposed  quotas  with  the  representative 
in  the  territory. 
\  \ 
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"We  have  found  from  our  past  five  years  expsrienca  in  pursuing  this  -"^t^^^  t^at 
it  works  out  very  satisfactory  both  from  the  standpoint  of  the  rapreHen'atlve. 
the  district  sales  management  and  the  gsneral  sales  management  as  .ell  as  tha 
company,  or  in  other  words.  «  discuss  our  plan  with  all  Interested  factors 
b^f  re';ccepting  it  as  a  fixed  plan.  This  is  demonstrated  in  that  '-^o-  year  to 
year  we  not  only  m-^ke  our  quota?,  but  exceed  them,  and  85  percent  or  better  of 
Lr  representatives  realize  their  quotas  and  commissions  on  the  shipments  in 
excess  of  their  fixed  quotas." 

Another  example  is  the  case  of  Tne  Safe  Cabinet  Company.  This  concern  has 
made  an  exhaustive  investigation  of  their  sales  possibilities  with  poruUtion 
figures  as  a  foundation.  In  one  territory  alone  where  the  figures  were  pre- 
sented.  the  manager  was  so  thoroughly  pold  on  the  opportunity  to  increase  hi. 
business  that  he  asked  to  have  his  territory  cut  down,  practically  tripled  his 
sales  force  and  went  after  the  business  in  the  manner  outlined  by  the  home 
office.  The  Safe  Cabinet_^lfttt  is  more  fully  covered  in  the  Dartnell  report 
number  67.  Another  office  specialty  concern  which  has  established  quotas  on  a 
per  capita  basis  is  the  To^d_2rotectogr_aEh_C.ompany.  This  case  is  slightly  dif- 
ferent in  that  the  field  for  their  product  is  quite  as  much  among  individuals 
as  it  is  among  firms.  Harry  A.  May.  secretary  of  the  company,  reports  that  the 
plan  meets  their  requirements.  This  plan  is  being  tried  out  in  an  eastern  ter- 
ritory  by  The  Duplicator  Manufacturing  Company.  The  True  Shape Jio^iery  Company 
uses  population  entirely  as  a  basis  for  their  quota  system.  The  same  plan  fills 
requirements  of  The  Conklin  PenUanufacturing  Ocmpany.  Concernsjn  the  shoa 
,-. ,  f„„H  nrMuctfl.  household  specialty.  auto]nalinfl,.-aall_drlEk^_6nd^ 


/ 


businesses,  have  always  regarded  population  an  important  factor. 

However,  in  the  use  of  per  capita  measurements  the  important  thing  is  to 
determine  those  factors  peculiar  to  your  line  of  business,  which  influence  the 
/  purchase  of  your  product.  The  best  way  to  do  this  is  to  compile  complete  fig- 
ures  on  two  or  three  territories  whiolft  contrast  in  many  respects,  and.  with  your 
knowledge  of  conditions  and  facts  you  are  able  to  obtain,  deduct  the  reasons  wb, 
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there  is  a  variance  between  the  per  capita  sales  in  these  territories.  As  an 
example,  it  is  valuable  to  note  the  coiotrast  in  the  per  capita  consumption  o! 
luxuries  in  the  Corn  Belt  and  the  South,  or  the  Pacific  Gcast.  One  state  will 
also  show  a  marked  contrast  to  another.  A  few  typical  comparisons  in  this  con- 
nection mentioned  in  an  article  in  the  March  1920  issue  of  SALES  MAIUGEMSNT 
H^gazine,  subject  "Per  Capita  Maasuremsnts ,"  by  J.  Qeorge  Frederick,  arei 


y 


A.  Per  capita  contrasts  between  rural,  semi-rural,  and  urban  population. 

B.  Between  groups  of  towns  of  certain  average  size,  with  groups  of 
towns  of  a  higher  or  lower  average  size  of  population. \ 

C.  Average  per  capita  consumption  of  linen  collars  in  towns  of  1500 
people  as  contrasted  with  towns  of  500. 

« 

DATA  NEEDED  IN  DETERUIKIKG  TERRITORIAL  QOOTA^^  The  exact  data  required  varios 
with  each  line  of  business,  but  the  tabulation  below  maj  serve  as  a  plaoa  to 


begin: 

(d) 

(0 
4h) 


<i) 
<1) 


Total  and  per  capita  consumption  --  by  individual  product.^,  by 

grades  of  towns,  etc. 

Total  and  net  population  --  divided  by  classes,  wealth,  income, 

occupation,  rating,  etc. 

Consumers  --  divided  by  classes,  by  volume,  character,  products 
bought,  activity,  credit,  etc. 

Prospects  divided  by  classes  --  former  customers,  interested, 
possibles,  "hard  shells",  almost  hopeless,  black  list. 
Sales  records  for  each  of  above  separate  divisions,  uniformity 
for  all  districts. 

Sales  records  of  each  individual  salesman  --  traveling  expense 
percentage,  sales,  average  efficiency  of  call,  length  of  Jumps,  ©to. 
Number  of  dealers  and  prospects  per  1,000  of  population  and  per 
square  mile  and  per  mile  of  railway  required  to  travel. 
M«iximum  sales  per  annum  of  individual  dealers  or  customers j  max- 
imum and  average  sales.  Also  average  size  of  order,  frequency 
of  order  and  variety  of  stock  carried,  complaints,  cespation?, 
failures,  credits,  ratings,  cancellations,  return?^,  etc. 
Percentage  of  distribution  --  of  dealers  in  each  line  of  trade 
handling  the  goods. 

Ccmpetitlon  figures  for  as  many  as  above  items  as  possible. 
Qiota  figures  and  percentages  basfid  on  above  factors. 
Data  concerning  jobber,  or  distributing  situations  for  comparison. 


TABULATION  OF  !iETHODS  FOR  ARRIVINa  AT  QUOTA  BASIS.  To  visualize  the  chief  fact 
ors  used  in  determining  quotas  in  various  lines  of  business  the  fallowing 


tabulation  has  been  compiledi 
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NAME  OF  CONCERN 


Ford  Motor  Co., 


MAIN  CONSIDERATIONS  IN  SETTING  QUOTAS 


y 


Population;  wealth  of  community;  nature  of 
local  industries. 


Todd  Protectograph  Co. 
Burroughs  Adding  Moh,  Co 


Population. 


The  Conklin  Pan  Mfg.  Co 


Westlnghouse  Lamp  Co 


F.  B.  Compton  &  Co, 


Vugan  Candy  Co. 


Malone  &  Hyde,  Inc, 


y 


Territory  possibilities  based  on  business  enter- 
prise figures  compiled  by  extensive  research  and 
investigating  work;  past  performances. 

Per  capita  measurements;  records  of  past  sales; 
ability  of  individual  salesman. 

District  managers*  estimates  of  sales  for  year; 
production  capacity. 

Definite  scale  of  increase  over  previous  year's 
performa^^ice  of  each  canvasser. 

A  daily  order  minimum,  depending  on  territory, 
largely  to  encourage  more  calls* 

Total  sum  of  what  salesman  and  sales  manager 
decide  each  dealer  should  sell  during  year. 


1 
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Arbuckle  Bros. 

United  Drug  Co. 

(Name  withheld  --  Paint 
and  Varnish  Industry) 


Past  performances. 
Past  performances. 

Territory  possibilities;  conditions;  past  efforts 
of  salescoan;  his  ability. 


Robt.  H.  Ingersoll  &  Bro.     Production;  past  records  of  sales  by  territories 


The  Addressograph  Co* 


White  Sewing  Machine  Co. 


What  salesmen  think  they  can  produce;  volume; 
number  olf  orders;  call  reports. 

Volume  i:a  previous  years;  conditions  in 
territories. 


Tru^e  Shape  Hosiery  Co* 
Russia  Cement  Co.  (LePage's) 

\ 


Population. 

Five  groups  of  products  taking  separate  quotas 
based  largely  on  sales  of  previous  years  and 
conditioas. 


The  Bev/er  Board  Companies    Per  capita  statistics. 


Northrup,  King  &  Co 


Number  of  possible  buyers  in  each  territory  esti< 
mated;  time  required  for  salesmen  to  cover. 
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HAMS  OF  CONCERN 


Geo,  A,  Hormal  &  Co 


Ukm   CONSIDERATIONS  IN  SETTING  QUOTAS 

Sales  for  same  territory  and  same  period  previous 
irear* 


Salisbury  &  Satterlee  Co.    Shlpmsnts  of  previous  year  plus  cortaU  per  cent. 


J.  E.  Porter  Co. 


Baker-Vawter  Co. 


Volume  of  sales  during  past  year;  number  new  dealers 
developjjd;  days  worked  and  reported;  direct  salee; 
number  of  orders;  average  amount  per  order;  percent* 
age  of  lisales  expense. 

Bank  and  coffitcercial  census  figures;  conditional 
past  business  in  territories. 


Kelly-Springfield  Tire  Co.   Automobile  registrations;  production 


American  Radiator  Co. 
Duplicator  Mfg.  Co. 


Past  performances;  population;  conditions. 

Past  records;  ability;  estimated  territory  possi 

bilities. 

•  •  • 


HOU  TO  GST  STATISTICS.  In  the  cases  of  some  industries  such  as  automobile  acces- 
sories, statistics  are  easily  obtained.  This  is  the  plan  of  the  Kelly-Spring- 
field Tire  Company,  as  reported  by  11.  C.  Denaplei 

"In  order  to  establish  any  definite  quotas  in  cur  sales  program,  it 
is  necessary  for  us  to  purchase  the  registration  of  automobiles  and 
trucks  of  every  state,  this  being  divided  into  counties  and  cities. 
We  then  took  the  total  of  all  the  automobiles,  both  passenger  cars 
and  trucks,  being  operated  in  the  United  States  and  compared  same 
with  our  program  of  production  for  the  current  year.  Assuming  that 
we  would  sell  every  tire  that  was  made  by  this  company,  we  then 
arrived  at  the  figure  of  our  possibility  per  car. 

"Of  course  you  realize  that  our  company  is  divided  up  into  branches 
throughout  the  country,  each  branch  is  given  a  particular  territory, 
and  registration- of  these  particular  territories  is  forwarded  to  our 
various  branch  managers.  We  can  then  easily  figure'^'^just  how  many 
tires  and  tubes  eacn  branch  should  sell  if  we  absorb  all  our  produc- 
tion. The  branch  territory  is  then  divided  up  among  the  traveling 
salesmen,  and  parts  of  the  territory  allotted  to  dealers  and  dtstrlb** 
utors.  They  in  turn  are  given  a  quota  which  they  should  sell  in  pro^ 
portion  to  the  registration  for  the  particular  section  they  handle." 

However,  not  all  concerns  are  so  fortunate  as  to  have  "ready  made"  statistics 

and  may  have  to  secure  data  for  their  estimate  of  territory  possibilities  from 
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sources  that  require  considerable  research  work  to  compile  the  necessary 
statistics.  Many  concerns  realize  the  value  of  getting  such  statistics  but  are 
at  a  loss  to  know  where  to  get  them.  For  the  benefit  of  these  concerns  and  all 
Others  interested  in  territory  analysis  work  we  have  compiled  a  partial  list  cf 
the  various  classes  of  statistics  used  by  our  subscribers,  giving  the  sources 
from  which  they  can  be  obtained.  Tbe  tabulation  will  be  found  further  along  in 
this  report. 


AymiCAN  MULTIGRAPH  PLAN  FOR  BRANCH  OFFICE  QUOTAS.  The  total  of  all  salehinfm's 
quotas  makes  up  the  branch  office  quotas  in  the  plan  of  The  American  Maltigraph 
Co.  This  total  is  considered  lOOjJ  for  each  branch  and  with  this  as  a  basis  con- 
teats  are  operated  to  maintain  an  interest  in  competition  between  branch  officest 
in  addition  to  the  regular  quota  race  of  the  entire  organization.  An  interest- 
ing sidelight  on  the  Multigraph  plan  is  that  in  the  past  when  salesmen  made  their 
quotas  they  were  entitled  to  an  extra  commission  on  their  total  sales  for  the 
month. 


K 


X 


A 


UNITED  DRUG  PLAN  0?  PLACING  QUOTA  ON  SINGLE  HEMS.  A  |75,000  quota  was  set  on 
one  item  recently  by  the  United  Drug  Company,  and  it  is  reported  that  at  the  pres- 
ent outlook,  forty-five  days  prior  to  the  close  of  this  particular  contest,  at 
least  fifty  percent  more  cf  the  item  will  be  sold  than  would  have  without  the  quota 
plan.  This  is  an  example  of  what  is  acsomplished  by  the  company *s  plan  of  feat- 
uring single  items.  H.  L.  Simpson,  sales  manager,  explains  the  plan  as  follows: 

"There  are  some  items  that  are  pretty  much  universally  used  in 
the  same  ratio  throughout  the  United  States.  We  started  a 
campaign  two  months  ago  on  our  Klonzo  Antiseptic  Wash.  It  is 
a  freezable  item  and  we  have  to  get  the  business  in  shipments 
before  October  first.  We  estimated  the  amount  we  thought  we 
should  sell.  I  purposely  doubled  that  amount  and  then  figured 
out  what  each  man's  quota  should,  be  on  the  basis  of  the  total 
amount  of  merchandise  shipped  into  each  man's  territory  in  1919. 
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"We  have  seventy-fiv©  men  on  the  road.  The  territories  varied 
from  nine-tenths  of  owe  per  cent  up  to  es  high  as  three  percent. 
The  man  who  exceeda  hie  quota  to  the  grea^e^t  amount  in  percent- 
age will  he  given  |I00  in  gold  at  our  salesmen's  convention." 

USE  OF  PERCENIAGE  OR  FOlNI  SYSTEM  FOR  imPARIMENTAL  QUOTAS.   Salesmen's  quo tag,  in 
the  plan  of  the  American  Radiator  Compta-py,  are  divided  into  four  departments  — 
radiation  feet,  boiler  pounds,  specialties  in  dollars,  and  number  of  vacuum  clean- 
ers. The  volume  of  business  is  not  considered.  Each  of  these  "departments,"  is 
figured  as  100  points  or  lOO^J,  end  an  average  of  the  four  represents  the  psrcent- 
age  of  quota  attained.  Hgwever,  in  many  cases  it  is  desirable  to  make  one  de- 
partment count  double  the  number  of  points  of  another,  for  instance  when  one  line 
is  more  profitable.  This  situation  is  handled  by  using  the  point  system  and 
allotting  the  number  of  points  to  each  departonent  in  accordance  with  its  value, 
HOW  DEAL1.RS  ARB  GIVEN  QUOTAS.  The  moat  successful  plan  of  giving  quotas  to 
dealers  is  to  make  the  salesman  responsible  for  all  dealers  in  his  territory 
attaining  their  quotas.  Mr.  Joseph  R.  Hyde.  Secretary-Treasurer,  Malone  &  Hyde, 
Inc.,  discusses  with  each  salesman  the  past  sales  of  each  individual  dealer  in 
his  territory,  ascertaining  what  additional  business  each  one  can  do  with  the 
oomparjy  during  the  coming  year.  This  completed,  the  total  represents  the  sales- 
man's quota,  and  he  voluntarily  makes  himself  responsible  for  all  of  his  dealers 

buying  this  quota. 

FORD'S  PLAN  FOR  GENERAL  SALES  AGENCY  QUOTAS.  The  Ford  plan  for  assigning  gener- 
al sales  agency  quotas  is  briefly  described  as  follows: 

Careful  analysis  is  made  of  the  potential  possibilities  of  each  territory, 
consideration  being  given  to  the  wealth  of  the  community,  its  population, 
the  nature  of  local  industries  and  other  factors.  Hence  each  agent  is 
told  how  many  cars  he  should  sell.  The  task  is  assigned  and  it  is  abso- 
lutely necessary  for  him  to  get  results  on  this  basis  to  hold  the  agency. 

/DO  NOT  SETT  QUOTAS  TOO  HIGH.  It  is  the  consensus  of  opinion  among  sales  manager. 
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that,  while  quotas  should  be  high  enough  to  set  a  mark  at  which  the  salesman 
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can  shoot,  it  is  desirable  to  have  the  man  exceed  them  bQca\iaja^ol—tii#--eff sot. 
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SILLING  QUOTA  TO  THS  SALSS  ORaANIZ ATION .  Many  a  carefully  planiaed  quota  system 
has  been  a  failure  because  it  was  not  properly  sold  to  the  salesmen.  Regard- 
less of  how  logical  home  office  executives  may  regard  their  quota  plan  it  mu3t 
be  put  up  to  the  organization  in  such  a  way  as  to  ittmadiately  promota  the  inter- 
est and  activity  of  the  men* 

HETHODS  FOR  KEDPINQ  QUOTA  BEFORE  ORGANIZATION,  To   maintain  the  greatest,  inter* 
est  in  attaining  quota,  nearly  all  concerns  report  the  use  of  contests.  This 
subject  has  been  covered  fully  by  another  Dartnell  report.  Contests  should  be 
supplemented  with  various  methods  for  keeping  comparative  quota  staadings  before 
the  men.  Bnlletlns  and  house  organs  Eire  a  popular  method  for  doing  this.  la 
them  the  quota  race  is  illustrated  in  such  forms  as  the  automobile  race,  target 
shooting,  horse  race,  aeroplane  altitude  flying,  constructing  a  building,  cross* 
continent  raoes,  tabulations  showing  leaders  at  the  top,  and  in  many  other  ways. 
The  Ingersoll  watch  people  have  a  dally  quota  sheet  which  each  man  fills  out  show- 
ing his  quota  alongside  of  what  he  has  sold  on  each  model.  The  salesman  fills 
this  out  just  as  he  does  his  report  slips.  The  American  Radiator  Company  fur- 
nishes each  salesman  with  a  tabulation  showing  quota  standing  in  detail,  the  form 
for  which  is  reproduced  in  this  report.  This  not  only  gives  details  of  quota  and 
the  salesman's  progress  by  departments,  but  it  includes  his  standing  in  furnish- 
ing various  classes  of  names  of  prospects,  which  is  part  of  the  quota  arrangement. 
The  American  Multigraph  Sales  Company,  Chicago,  has  in  the  office  a  large  black- 
board on  which  is  painted  a  thermometer  for  each  salesman,  registering  his  quota 
standing  from  day  to  day.  In  the  Sales  Manager's  Desk  Bjck  is  a  description  of 
an  individual  chart  card  used  by  the  Todd  Protectograph  Company  to  visualize  the 
work  of  each  salesman  for  the  year.  These  charts  have  been  used  by  this  company 
with  great  success. 
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TABULATION  OF  FACTORS  ENTERING  INTO  QUOTA. 


--  NATURE  OP  FACTOR  - 


Farm  Wealth 


Crop  Values 


Statistics  by  Lines  of 
Business 


Number  of  Manufacturers  in 
each  Industry  by  States; 
Total  Payroll;  Total 
Purchase?;  Value  of  Manu- 
factured Products 

Wage  Earners  in  Manufac- 
turicg  Industries 

Population  Figures 


Statistics  of  Cities 
having  population  of 
8,000  to  25,000; 
Same,  over  30,000 

Figures  on  Basic 
Industries,  such  as  Meat, 
Paper,  Printing,  Snoes,  * 

Wealth  Index  Figures,  such 
as  Telephones,  Automobiles. 


etc. 


Amount  Cotton  Qinned; 
Value  of  Mined  Products; 
Value  of  Other  Products. 


—  SOURCE  OF  STATISTICS  -- 


Statistical  AtJ^a  at   thfl  U^.^^^_1SI4,  published 


by  Department  of  Cjmmerce,  Bureau  of  Censu 
Washingtoci,  D.  C,  price  |2.50. 
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Statistical  abstract  ftf  ^h'^  V*   f? .  j  19  iR^  r\rbHfhod 
by  Department  of  Commerce,  Bureau  of  Cjhsu^, 
Washington,  D.  C,  price  50^. 

Trade  Papers  of  importance;  Associations  in  many  ^ 
industries;  Government  census  statistics  by 
industries  in  Statistical  Atlas  and  Abstract  of 
13th  Census,  mentioned  above;  special  paji^pblets 
on  various  industrle?,  issued  by  Qivein?rent 
Printing  Office,  Washingtor,  D.  C.,  small  charge 
depending  upon  industry  covered;  Mailing  List 
Houses. 


Census  of  Manufacturers,  1914.  separate  publication- 
for  each  state,  from  ^i   to  25^  eacV*,  Drp^f'troent 
of  CommercB,  Bureau  of  Census,  Washirgton,  D.  C. 
Local  figures  from  local  Chamber  of  Coormerces. 

Statistical  Abstract  of  the  U.  S..  msntioned  in 
first  item  above. 


1920  Census  Figures  now  being  published  by  cities 
in  Dartnell  Service  Letter?,  irotnediately  upon 
release  by  Government;  Statistical  Abstract  of 
U.  S.,  1913,  Government  Printing  Office,  Washing- 
ton, D.  C. 


Government  publications,  Z^i   each.  Government 
Printing  Office,  Washington,  D.  C. 


See  Price  List  62,  4th  Edition,  lintir^g  publica- -" 
tions  for  siale  in  each  industry.  Guverrimenb 
Printing  Office,  Washington,  D,  C. 

Telephones,,  local  offices  of  phone  companies.  Autoa, 
State  records'ofregistrations,  TJ?tr^ii«ll  Letters. 

Statistical  Atlas  of  the  U.  S.,  19l4,  first  item 
mentioned;  also  Statistical  Abstract,  1918,  second 
item  menticined. 


Bank  Clearings  and  Trans- 
actions. 


Federal  Reserve  Bulletin,  issued  by  Federal  Reserve 
Board,  Washington,  D.  C;  Babson's  Reports. 


--  NATURE  OF  FACTOR  — 


.-  SOURCE  OF  STATISTICS  -- 
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Building  Activities 


Wealth  of  Population 
by  Cities 


Agricultural  Implements j 
Autos,  Bicycle?,  Tricycles; 
Boots,  Shoes,  Leather,  etc.j 
Butter,  Cheese,  Condensedj 
Canning,  etc. 
Electrical  Machinery;  and 
reports  on  manufacturing  in 
other  special  industries 

Dealer  Statistics 


Cost  of  Living; 
Price?  J 
Unemployment;  etc 


es; 


Payroll  Figures  in 
State  of  Uichigan 


In  Cities  of  10,000  and 
over  --  tabulation  of 
number  of  establishaients, 
wage  earners,  value  of 
manufactured  products, 
by  cities. 

Farms;  Land  in  Farmfl; 
ta.rm   Population;  Value  of 
Farm  Property;  Live  Stock 
on  Farms;  Farm  Crop?;  other 
Statistics  of  Farms  and 
Farmers. 

Exporting  and  Importing 
figures  of  all  character. 

National  Advertisers, 
arranged  geographically, 
alphabetically,  and  lines 
of  business. 


Dodge  Raportg,  53  W>  Jackson  Blvd.,  Chioagc; 
BabsonTa  Reports. 

AjvRtrA£^fa^  n f  Financial  Statistics  of  CItiftS 
Having  ?opulatlim--at  Qvar  3Q-r00a^-J>-iiJiM_,by,  ^ 
Dapt.  of  Commerce  I  Bureau  of  Canaut'-,  Wfiahington, 
D.C.,  1915»  Bulletin  No.  132. 

Statistics  presented  in  separate  bulletins  for 
each,  ijjsued  by  Partnanent  Census  Bureau,  Dept. 
of  Commerce,  WaBhingtoni  D.C.,  ard  in  C(-mbin<td 
form  in  Parts  III  and  IV  of  tne  R"=ipr)rt  co  Manu- 
facturers, 1905,  issued  by  same  bureau.  Upon 
request,,  complete  list  of  separate  publications 
and  prices  will  be  sent  to  any  address  without 
cost. 

Dun's  or  Bradstreet'g;  Trade  Paper? ;  Associations j - 
Local  Chamber  of  Commerce;  Mailing  List  House?, 
particularly  a  "Mail  Advertising  Data  B^.ok"  re- 
cently published  by  Buckley,  Dnimf*nt  &  Co.,  Chicago, 
price  }U00  (statistics  not  all  complete) 

M'^nthly  L^bor  Reviews,  Isued  by  U.S.  D«ot.  of 
Labor,  Bureau  of  Labor  Statistics,  Wdshington,  D.C* 


Number  inales  and  females,  name  of  establishments, 
addresses,  nature  of  business,  tabulated  by 
counties  In  36th  Annual  Report,  Department  of 
Labor,  State  of  Michigan,  Lansing,  Mioh. 

Tablfi  113  in  the  Thirteenth  Census  of  the  U.S.,  - 
1910,  Abstract,  Dept.  of  Commerce,  Bureau  Of 
Census,  Washington,  D.C.,  price  |2.50. 


Chapter  9,  same  as  previous  iteT; 

Trade  Papers  reaching  this  class  of  people. 


See  Price  List  Na.  62,  4th  Edition,  Gjvernmant 
Printing  Office,  Waahington,  D.C. 

Standard  Advertising  Regi.ater,  published  by 
National  Register  Publishing  Co.,  Ntjw  York  City, 
Price  $25  to  $75  a  year  by  subscription. 
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VALUABLE  both  for  th<;  data  it  contains,  and  as  a  place 
for  systematically  keeping  information  and  statistical 
data  of  your  own.  Lcttter  sized.  Divided  into  twelve 
sections  by  leather  tabbed  indexes.  Each  index  tab  is  lettered 
in  gold:  "Market  Data"  "Book  and  Articles"  "Mailing  Lists" 
"Stimulating  Salesmen",  etc.  Under  each  classification  are 
filed  numerous  loose-leaf  padres  summarizing  sales  plans  and 
ideas,  statistical  data  and  other  vital  information  needed  in  the 
management  of  a  modern  sales  department. 
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Over  10,000  of  These  Desk  Books  Now  in 

Use  by  Sales  Managers 

No  well-equipped  sales  department  am  afford  to  be  without  it.  It  will  repay  its 
cost  many  times  every  month.  It  summarizes  in  a  few  hundred  boiled  down  letters 
the  picked  sales  plans  of  America's  most  successful  sales  executives.  Invaluable  for 
working  out  sales  campaigns,  re-organizing  the  sales  force,  for  house  organs  and  sales 
bulletin  material,  assigning  sales  quotas,  etc.  Every  plan  fully  described  with  all 
workmg  information. 

Some  of  the  Information  the  New  Dartnell  Desk  Book  Contains: 


Plans  for  Speeding  Sales:  Graphs  that  show 
salesmen  business  they  are  missing;  Ratz  plan  for  rout- 
ing ssJesmen;  plan  for  developing  all  around  efficiency; 
checking  methods  to  show  territory  conditions,  etc., 
etc. 

References  for  Sales  Executives:  List  of 
articles  that  have  appecired  in  Sales  Management 
Magazine,  Printers*  Ink,  Advertising  &  Selling,  The 
Mail  Bag,  and  other  publications  of  value  to  a  sales 
executive.  Lists  of  books  relating  to  Scdes  manage- 
ment and  selling.     How  to  arrcinge  this  data. 


Vital  Sales  Statistics:  1920  population  statistics 
for  reasigning  quotas;  analysis  of  auto  registrations  by 
states;  chart  ameilysis  of  retail  selling  data;  comparative 
earnings  of  salesmen  in  varied  lines  of  business;  com- 
parative tabulation  of  salesmen's  operating  costs;  auto- 
mobile expense  data;  etc. 

Model  Forms  for  Sales  Uses:  Application 
blanks  for  salesmen's  report  forms;  Territory  analysis 
records;  form  of  notes  used  in  giving  ScJesmen  stock; 
ScJesmen's  employment  records;  salesmen's  contract 
and  dealer  agreement  forms;  etc.,  etc. 


Price,  complete  with  black  leatherette  ring  binder,  set  of  leather  tabs, 
extra  note  sheets,  and  two   hundred  pages   of    reference   data'—$7.50 

Sent  on  Approval,  Subject  to  Return,  if  Not  Satisfactory 

The  Dartnell  Corporation 

Publishers  of  Books  and  Reports  for  Sales  Managers  and  Salesmen 
1805   Leiand  Avenue,  Ravenswood  Station,  CHICAGO 
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